In this article we treat the problems of the management of knowledge in the managerial approach, i.e., how the organizations manage its knowledge? While being based on the theory of resources to identify knowledge like a strategic resource, our aim is to propose a model of the management of knowledge which is based on the combination between the processes of the management of knowledge (creation, storage, the share, the use and the evaluation) and the factors personal (ambition, the behaviour and leadership) and organisational (strategy, vision, culture 
Introduction
In an economy characterized by complexity and the permanent change, the only source of the durable competitive advantage is knowledge and the firms which succeed are those which create new knowledge constantly.
Several works regarded knowledge as an economic capital, a factor of productivity, stability and a competitive asset. The whole of knowledge of the knowledge constitutes its wealth, but the majority of vital knowledge for the firm is tacit; they are in the subconscious level of the individual, and so, they are difficult to articulate and share with the others. Therefore, the function which consists in "managing" knowledge proves primordial.
The knowledge management is a fundamental subject for the firms. It knew an importance growing during these three last decades. However; the reality in Algerian enterprises is still far from being satisfactory.
Managing knowledge, is first to create it, acquire it, store it, share it, use and evaluate it. The knowledge management is a discipline in constitution which is borrowed from varied fields: economy, management, psychology, sociology, sciences and information technology, education science … The objective of the knowledge management is of setting up of devices (organization, methods and tools) which develop the stock of knowledge that any social organization (and more specifically an enterprise) accumulate during its life cycle.
The stakes for the firms are strong: productivity, competitiveness, creativity, prosperity and perenniality…
Literature Review
Knowledge is the most important concept of the management which emerged in the thirty last years. It is regarded as primordial assets of the organization, because today the most important resource for the organization is no more the land, neither the work, nor the capital, but rather the knowledge. Many researchers are regarded as the only source of the competitive advantage. Consequently, the continuity of the organization in a complex and changeable environment depends on its faculty to manage its stock of knowledge efficiently. The theory of the resources (called "Resource based-view" in the Anglo-Saxon countries) finds its origins in work of Bernard (1985) , Selznick (1957) and Schandler (1957) on the basis of strategic management. This work concerned on the capacities of the firm to use these resources and the creation of the economic performance. Indeed, Edith. T. Penrose is generally recognized like the pioneer author of this theory. In her work "The theory of growth of the firm" in 1959, Penrose put stress on the importance of the material and immaterial resources to explain the existence and the growth of the firm (Barabel and al, 2008, p 93) , it is not when 1984 that the approach takes officially the name of Resource Based-view with the authors: Werneflet (1984) , Dierickx and coll (1989) and Barney (1991) . The theory of resources regards the firm as "a whole of the resources, competences and capacities" (Fillol, 2006, p 26) . According to Barney (1991) , the resources of the firm include the whole of the organizational processes, the attributes and knowledge (Guedda, 2008, p 18) . Werneflet defines the resources as "the whole of tangible assets (financial physical resources) and intangible (knowledge, patents, marks)". According to Barney, there exist three categories of resources (physical, human, organizational) , and for Grant, there are six varieties of resource which are: financial resources, physical, human, technological, organizational and the reputation.
Competences are the capacities of the firm to assemble resources in order to realize a task or an activity. Competences of a firm are specific and thus nontransferable (Baudry, 2003, p 29) .
Data, information and knowledge:
The concept of knowledge is one of the most used concepts in the field of literature of knowledge management, its definition is difficult because knowledge, information and data are often interchangeable, and to raise this ambiguity we shall define these concepts.
2.1.1 Data: is a discrete fact, brut (Prax, 2003, p 60) ich was the n it must be managed. It was noted that there exists often a conflict between the managerial approach and the technological approach, in other words between an approach which puts the stress on "the personalization of knowledge" and that which puts the stress on "the coding of knowledge" (Hansen and al, 2003, p. 119 ). The managerial approach or (the human resources approach) was developed by the consultants (Davenport, Sveiby, Prax, Stewart, Wiig and Nonaka). This approach emphasizes the existence of a strong bond between knowledge and the person who has created and carried it (Benabou, 2008, p 137; Prax, 2003, p. 63) .
According to Hamilton, the knowledge management is defined like a process of creation, of acquisition, transfer and of use of knowledge with the aim of improving the output of the organization; it is related to the two types of activity: a) the activities by which we try to document and to adapt individual knowledge and those being used to diffuse this knowledge within the organization b) The activities which facilitate the human exchanges, within the framework of which we share a knowledge not codified (Ben amor, p. 07).
For Scarbrough and al, the knowledge management is defined like a process or practical aiming at creation, acquisition, share and use of knowledge in order to authorize the learning and the performance of the organizations (Gaha and Mansour, p. 1903) .
From these definitions, we can release a certain number of important characteristics relating to the idea of the knowledge management. It is about a strategy:
Aiming at formally structuring the explicit and tacit assets of knowledge of an organization to create the value; In bond with the strategic directions of an organization and its needs for innovation and improvement for competitiveness;
Supported by a technological and organizational infrastructure; Organized around the processes of knowledge management (create, store, share, use…); Where the human is the first place of interaction and creation of knowledge.
Strategic Plannings of the Knowledge Management
We can distinguish two strategies from the knowledge management that are strongly different.
Strategy of personalization:
The strategy of personalization concentrates on the development of the networks to connect people so that tacit knowledge can be shared. It focuses on the dialog between the individuals through an approach "person to person" (Roland, 2004, p. 23) . Any knowledge that have not been codified -and which could probably not be circulates by the means of meetings of brainstorming and individual conversations (Hansen et al., 2003, p. 123) .
The investment is based on the realization of the interpersonal networks (where knowledge is shared not only face to face but also by telephone and via videoconference) and the development of a culture of co-operation and share. . The aim of this strategy is to facilitate the learning through the share of knowledge (Roland, 2004, p. 23 ).
This strategy is chosen by the companies which are generally confronted with single problems (Foray, 2004, p. 96) .
Strategy of codification:
This strategy is intended to collect, codify and store explicit knowledge in the database to make available to all the employees from the organization. It is strongly based on communication and information technologies. Knowledge is codified through an approach "person to document"; knowledge is extracted from the person who developed it, it is made independent of this person and it is re-used for different objectives (Hansen et al., 2003, p. 121) .
This strategy is used by the firms which are permanently confronted with the same type of problem of their customers and whose objective is to provide a fast service and to avoid reinventing the wheel (Foray, 2004, p. 95-96) .
Knowledge Management Processes
Knowledge management processes are a paramount function of this one, certain authors represent them as the heart of 
The creation of knowledge:
The creation of knowledge can be defined as "a development process of new knowledge". Great points concerning the creation of knowledge referring to the four modes of Nonaka (Socialization, Combination, Externalisation, Internalisation). Organisational knowledge can be created via the organisational learning processes and the routines (Nevo et al., 2007, p. 235) .
The creation of knowledge includes/understands also the acquisition of knowledge. It implies the identification and the assimilation of potentially valid knowledge, often of the outside of the firm.
The acquisition of knowledge focuses on some processes to acquire the knowledge of the internal sources (as on the Intranet), or provisioning (adding an individual which has the knowledge wished with the firm) (King, 2009 , p 08).
The storage of knowledge:
After new knowledge is created or acquired, of the mechanisms of management of knowledge should be placed to memorize them in order to maximize its long-term impact and its reutilisability.
Knowledge created must be stored and filed in the organisational memory. The organisational memory can be defined as a whole of devices of conservation of knowledge, such as the people and the documents which collect, store and allowé²& access the experiment of the firm (Nevo et al., 2007, p 236) .
The organisational memory includes knowledge resident in the various forms including written documentation, the information structured and stored in the electronic databases and the tacit knowledge stored in the spirits of the individuals of the firm and the processes of organization.
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Personal factors
There exist key aspects concerning the individuals where the organizations which want to introduce the management of knowledge must establish and/or develop.
The ambition :
The individual and collective ambitions are a factor by which the individuals are motivated to take part in the various processes of the management of knowledge because there is part of shared knowledge which is on a purely voluntary basis (CEN, 2004, p 12 ).
The behaviour:
Since knowledge is related to the individuals, the effective development, storage, share and the use of knowledge depend on the individuals who can and want to do them. This means that they must be conscious of the relevance of knowledge, the various processes and the tools available. Therefore, the organization should stimulate the suitable behaviours of knowledge. These behaviours can sometimes be influenced by various external measurements such as the rewards and promotions or the recognition, but also internal measurements, the individuals should want to develop and influence the assets of knowledge. Other factors influence the behaviour like the personal values and beliefs and the degree of control in an organization (CEN, 2004 , p 12).
Leadership:
The management of knowledge is an important function of the leader, because the degree of supports top management (executives and the services chiefs as well) determines the success or the failure of the management of knowledge. The behaviour of the leader can facilitate the transmission of knowledge by supporting the share of knowledge which influences the effectiveness of the organization. Lakshman (2007) suggests that the role of the leader in the management of knowledge starts with the awakening of the leader to the importance of the management of knowledge in the performance of the organization. This awakening must appear on two dimensions: the intern and the external one. Internally, the awakening appears by the establishment of the two approaches technological and socio-cognitive of the management of knowledge, and outside, it concentrates on the customer (Lakshman, 2009, p 340-344) .
Organisational factors:
The organizational factors are: 6.2.1 Mission, vision and strategy:
The mission describes why the organization wants to be implied in certain activities, the vision returns clarifies what it wants to be in the future and the strategy explains how this should be accomplished (CEN, 2004, p 15 ).
Organisational culture:
Lemken et al. (2000) describe the organisational culture like a "amount of shared philosophies, claims, values, hopes, attitudes and standards which link the whole of the organization" (Oliver and Kandadi, 2006, p 23) . It is also defined as "a combination of values, beliefs, models of behaviour and emblems. It represents the system of value of the organization which will have become the standard of the behaviour of the employees" (Yeh et al., 2006, p 797) .
The organizational structure:
The organisational structures can block or facilitate the change. 
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• To provide telecommunication services allowing the transport and the exchange of the voting right, written messages, digital data, audio-visual information…; • To develop, exploit and manage the public networks and private telecommunications • To establish, exploit and manage the interconnections with all the network operators; Algérie Télécom is organized in divisions, central and regional directions, to this structure two subsidiaries are added:
-Mobile (Mobilis); -Space Telecommunications (RevSat);
The field of the study:
The territorial direction of telecommunications of Tlemcen manages four Operational Units of Telecommunications (UOT) which are: Tlemcen, Sidi Bel Abbès, Saida and Nâama and also the seat of the territorial management of telecommunications of Tlemcen. We used a questionnaire which comprises 38 questions in 8 axes carrying about the elements of our research, and it ends in two open-ended questions on waitings and the points of view relating to the application of the management of knowledge, and for the information processing, we used software SPSS version 11. We observe that the majority of the averages of the questions are more than 2, that wants to say that the employees (and even the firm) are able to create and acquire new knowledge and even to use them and share them in direct contact (face-to-face) except the question of the evaluation (the average is 1,97 and the deviation is of 0,735) where the informants are not satisfied with the evaluation of knowledge ;that is to say , there are no methods which make it possible to evaluate knowledge. We note that the first question has an average of 2,18 which is more than 2, that means that the structure of the organization supports the realization of the tasks through collective work, and it should be noted that the organization is reorganized to be more powerful, but this structure does not represent the harmonization between the various hierarchical levels (the average 1,98 and deviation 0,746) and the effectiveness of the bidirectional communication (the average 1,96 and deviation 0,793). We observe that the averages are more than 2, which means that the employees are conscious of the importance of new technologies of information and the communication in the organization, and who also contribute to the evolution of the organization and even the processes of the management of knowledge facilitate and support the training.
Conclusion
In an economy in permanent change, the perenniality and the prosperity of the organization depend on the permanent creation of knowledge in order to be more powerful, more competitive, more innovating and more reactive. Therefore, the management of knowledge is a primordial function for the organization. In this item, we tackled the question of the formalization of the management of knowledge in the managerial approach.
The management of knowledge is the process of creation, storage, share, use and evaluation of knowledge in the organization to improve their performance.
Algérie Télécom is the leader of telecommunications in the Algerian market. It provides telecommunication services such as the telephone and the Internet.
Indeed, there does not exist a service research and development (R & D) which guides the creation of new knowledge and consequently, in the firm, it does not have there an innovation concerning the development of the equipment. Therefore, it buys equipment to install them and use them.
The majority of the employees of DTT Tlemcen are generally academics, and that is due mainly to the activity of the organization which requires a certain qualification.
The organization does not have strategy of the management of knowledge, which resulted in encountering several problems such as the lack of information in some services and the overload in the others. Therefore, in spite of the existence of the information system, it is not effective or it does not function correctly.
Thus, we noted a weak share of knowledge between the services and the units, which resulted in repeating the same errors, and the inexistence of the databases which store explicit knowledge in order to use them by the other services.
Moreover, there are not the devices which support the exchange of information and knowledge, and also the inexistence of a company's vision (common vision).
We also noted that there are not an organisational culture and a confidence between the employees and even the feeling of membership who support the division of knowledge because there' is a difference between the objectives of the management and waiting of the employees. Thus, we noticed the existence of the work group, but not the community of practice, because it does not imply the employees of the other units and even services.
In opposition, we noted that the leaders support the formation appropriatenesses.
On the other hand, we noted a lack of organisational memory and consequently the low availability of knowledge. Lastly, the information and communication technologies play a central role in the improvement of the processes of the management of knowledge.
Therefore, starting from these results, we refuse the first assumption and we accept the second which says that in the managerial approach, the strategic management of knowledge is based on the combination between the processes of the management of knowledge, the personal and organisational factors as well as the contribution of technologies of information and communication.
Ultimately, it should be noted that the organization is in the train of restructuration to give more autonomy to its territorial managements in order to better managing the specific situations and to facilitate decision making to solve the problems encountered at the local level.
